In the last decade, social enterprises have made a lot of progress, but they are still far from qualitative in terms of quantity. Until recently, many social enterprises are still small and lack the growth momentum, making it difficult to guarantee sustainability. In order for social enterprises to continue to develop in the future, it is important that the products and services they provide are selected by consumers. Therefore, in this study, we try to derive the leading factors in the intention of purchasing the social products by analyzing the effectiveness of social enterprise experience events. The analysis of 180 people who participated in the event shows that many citizens do not know about social enterprises. And consciousness about ethical consumption is high. After experiencing social enterprises' products and services through experience events, they show a positive attitude toward social enterprises and high purchase intentions. This suggests that the social economy is different from general companies in that marketing strategies centering
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